Abstract. Purpose -the purpose of the article is to examine whether and to what extent selected Polish companies implement so-called "green employer branding" in communication with their external stakeholders.
Introduction
The increasing human interference in the natural environment and subjugation of nature on a global scale result in negative consequences and the growing ecological crisis, which causes the inability to maintain human activity within limits safe for man and nature (Wielewska, 2019) . Nowadays, the growing awareness regarding ecological issues concerns not only consumers but also employees. For this reason, enterprises, as part of their employer branding activities, try to communicate that they create ecological and "green" workplaces or green jobs. This trend is also noticeable in Poland. In the scientific literature, there is a discussion about key topics for green management and green economy theory. These subjects of discussion are green jobs and sustainable or green organization characteristics (Bartkowiak, 2016) . It is not clear whether and to what extent selected Polish companies to implement so-called "green employer branding" in communication to their external stakeholders, and this became the main reason for the preliminary study.
Due to the easy access to information, it is increasingly difficult to hide from the public (stakeholders) inconvenient facts related to the functioning of the company (Bartkowiak, 2016) . Transparency in information involves managers of enterprises, who are aware of these impact on companies financial condition (Michalski, 2012) , and they attempt to find a way to prevent or eliminate these problems at the earliest possible stage (Grudziński & Sulich, 2018) .
A proper proecological strategy can give the whole enterprise the competitive advantage, also in the aspect of external employer branding of sustainable organizations (Stańczyk-Hugiet, 2009 ). Therefore, communication is the most important to set a proper strategy or formulate business model.
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The purpose of the article is to examine whether and to what extent selected Polish companies implement socalled "green employer branding" in communication with their external stakeholders, especially job candidates. This study consists of the theoretical part, which used the critical analysis of the scientific literature on both green or sustainable organizations and external employer branding; and the practical part, which used the case study method and content analysis of companies' websites, job advertisements, and social media.
Sustainable development
Sustainable development is a widely accepted scientific concept of development, which influenced management as sustainable (or green) management (Loknath & Abdul Azeem, 2017) . This concept is implemented in various levels of development, through national, regional to local (Bartniczak, 2019) . Also, modern enterprises need to change to survive in a vibrant business environment and to gain a competitive advantage (Tutaj, Rutkowska, & Sulich, 2019) .
Sustainable development is a development that meets the needs of the present without compromising the ability of future generations to meet their own needs (The World Commission on Environment and Development, 1987) . In its essence, sustainable development is a process of change in which the exploitation of resources, the direction of investments, the orientation of technological development and institutional change are all in harmony and enhance both current and future potential to meet human needs and aspirations (Bartniczak, 2019) . The concept of sustainable consumption and production assumes that the development of societies is based on the principles of justice in the social dimension, respect for existing resources and care for future generations. However, this idea collides with the reality of the modern world, within which the diversity of the standard of living is promoted by increasing consumption and production, thereby bringing adverse effects on the environment (Goryńska-Goldman, 2019) .
Despite many years of research and discussions, the sustainable development concept has not received any clear and uniform definition. One of the most frequent inaccuracies and simplifications is reducing sustainable development to environmental or ecological aspects (Pawłowski, 2011) . Sustainability in the enterprise is the need to maintain the company's ability to continuously and sustainably develop, regardless of the situation in its macro-environment (Hejduk, 2016) . Sustainability is based on the principles of a holistic, ever-growing view of reality, reflection, cooperation, openness to change, learning, trust. It is also achieving the recently formulated theoretical model of a sustainable organization. The relations between the sustainable development concept and other ideas are presented in Figure 1 . Green management is part of the Corporate Social Responsibility but also can be a separate idea.
Sustainable organizations
Many factors determine the effective management of organizations, and some of them can be identified as knowledge transfer and information (Sulich, 2018) . Many companies creating or modifying their management systems make knowledge available and often decide to implement an environmental management system to become a more sustainable organization. Looking at the development of environmental management systems built on knowledge and information from the external environment (Kulhánek & Sulich, 2018) , one can see the continuous evolution and development of this system aimed at building a smart and sustainable organization (Bartkowiak, 2016) .
The sustainable organization is the effect of the long-time evolution of different concepts of managing companies, such as lean management, can successfully meet the assumptions of traditional environmental management systems without creating complex and costly structures (Laszlo, 2008) . The sustainable organization is also an effect of the change in business management with the approach "end of pipe" on the approach "from the source" (Bartkowiak, 2016) .
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Sustainable company value depends on its ability to meet its needs profitable customers, at simultaneous fulfillment of social expectations. This is why managers must be able to gradually address issues that give value to stakeholders in the strategic planning process along the entire length of the business and financial value chain -which became principles in corporate social responsibility (Demków & Sulich, 2018) . This skill will enable them to build sustainable value based on economic, social and environmental results.
The sustainable organization can be defined as the organization of future which goal is the same as the sustainable development (Laszlo, Sherman, & Whalen, 2006) . Sustainable and durable development is "a course of inevitable and desirable economic development which does not affect the human environment in a significant and irreversible manner, does not lead to degradation of the biosphere, and reconciles the laws of nature, economics and culture" (Poskrobko, 1996) .
Green management
Green management aim is to support ecological, pro-ecological or environmental management provided by companies, and to support environmental management by the government. This kind of management is visible mainly in green jobs and green processes and products. Green management is an initiative aiming at continuously improving the foundation of environmental management, such as the development of personnel responsible for environmental activities, environmental management systems, and environmental communication as well as conservation of biodiversity.
This approach is visible as the oppositions to classical systems, where waste becomes a problem when it physically exists (Bartkowiak, 2016) . In green management, waste is classified as everything that does not bring the value added to production. Therefore, green management is close to the idea of lean management, where perfection is the ultimate goal. Pro-ecological tools can be divided into three categories: instruments in the form of standards and regulations, control and repression instruments (Table 1) .  Subsidies for pro-environmental activities  Tax breaks  Preferred loans (a sub-holder in the form of a difference in interest rates)  Subventions for a specific type of activity leading to an improvement of the environment  Ecological insurance against legal liability for environmental pollution  Legal actions aimed at forcing compliance with environmental protection requirements  Charges for the emission of pollutants into the environment  Inspections to determine the level of compliance with environmental regulations  Negotiations with entities violating the environmental regulations in order to direct actions that meet specific standards and regulations  Fees for using the environment (e.g., cutting trees and shrubs)  Product charges (for placing in public trading or using). It applies to products causing pollution in one of the product life phases  Service fees (e.g., for sewage disposal, waste disposal)
Environmental management is the management of use, protection and shaping the environment towards sustainable development. This management is implemented directly and indirectly, primarily in decision-making processes. This type of management occurs in layouts of territorial units and economic units. Green management takes place when there is an integration of management with the general management system in the organization. In a profitoriented organization, environmental management occurs when a system in the form of the EMAS or ISO 14001 standard is applied. Therefore, the management system of the natural environment should be understood as a separate and adequately ordered part a reality that is related to the management of user processes, protection and shaping the natural environment in the scale of the state, region, commune as well as in the scale of economic organization.
Green jobs
Green jobs are places of employment that contribute to preserve or restore the environment, applied in traditional sectors such as manufacturing and construction, or in new, emerging sectors such as renewable energy and energy efficiency (Rutkowska-Podołowska, Sulich, & Szczygieł, 2016; UNEP, 2008) .
Green jobs are created in connection with undertaking non-investment and investment projects, the effect of which is to reduce the pressure on the natural environment on the part of the economy and consumption. They may arise in any sector of the economy . However, it is a prerequisite that the employed are directly or indirectly involved in improving the environment in a given area and in counteracting projects harmful to nature, both in the short and long term. Thus, green jobs are mentioned when they are accompanied by activities that create goods and services to determine the size, prevention, reduction, minimization or repair of damage to the environment related to water, air, and soil, as well as activities related to waste issues, noise or ecosystems (Ryszawska, 2016; UNEP, 2008) . Green jobs are created mainly in such areas as sustainable transport, waste management and recycling, renewable energy, water and sewage management, water supply, organic farming and improvement of the energy efficiency of buildings (Sulich, 2017) . However, there is no field of the economy that has no impact on the natural environment. What is more, care for the natural environment, manifested in the savings of resources and raw materials used in the production process or service provision, is often understood as a saving (Deschenes, 2015) . Employers, therefore, strive to raise ecological awareness among employees and implement pro-environmental production methods. A green job is any job or self-employment that genuinely contributes to a more sustainable world. At the enterprise level, green jobs can produce goods or provide services that benefit the environment, for example, green buildings or clean transportation (Cecere & Mazzanti, 2017) . For persons beginning their professional career, the meaning and potential of green places for employment are very high. Green jobs idea is an evolving concept and therefore it is difficult to give a strict definition. This dynamic concept is based on the fact that each new product, service or technology might evolve in a more efficient replacement in terms of energy and material consumption, emission and other particle pollution emissions. Therefore, it is relatively complicated to define with clear boundaries what can be considered as a green sector, an eco-industry or green jobs (Sulich & Zema, 2018) .
Green jobs are a solution for young, unemployed people, who not only can find employment but can become entrepreneurs in this sector of the economy. Green jobs can also influence the European integration by programmes of international cooperation and knowledge exchange which aim to reduce youth unemployment and protect the environment (Rutkowska-Podołowska et al., 2016). The definition of green jobs should be objective and measurable; the latter of these requirements being particularly problematic for researchers and statistical authorities around the world. Moreover, the literature does not provide a clear definition of green jobs Sulich & Zema, 2018) . It is possible to identify categories of green job companies and to evaluate their external employer branding actions as a sustainable organization, based on classification schemes in the Statistical Classification of Economic Activities in the European Community (NACE) (see Table 2 ).
In addition to the above-defined definition of the so-called green jobs, we can also talk about the general trend of employees' commitment to environmental protection (Figure 2 ). Nowadays, it is possible to contribute to environmental protection at almost every position -not only thanks to the employee's involvement, but also thanks to participation in social programs implemented by the company. The first step, however, is to recruit employees for whom environmental protection is essential. This is the task of the so-called "green recruiting," together with the external employer branding, which is the subject of this article. There are the main two opposing trends. First is a result of green management which involves green jobs creation among employers. The second trend is an effect of the internal motivation and commitment to influence the sustainable organization ( Figure 2 ). Green management is also the ability to choose the right strategy, which should include three elements (Bartkowiak, 2016) :
 the diagnosis of explaining or defining the nature of the challenges,  the critical approach to challenges,  the influence on employees and candidates.
The external employer branding
Employer branding is one of the growing areas of interest to both academic research and business. In the scientific literature in the field of management sciences, there is -generally -compliance in the way of defining this term (Budzanowska-Drzewiecka, Lipińska, & Stańczyk, 2013) . The concept of employer branding was first introduced in 1996, when S. Barrow and T. Ambler defined it as "package of functional, economic, and psychological benefits provided by employment" (Ambler & Barrow, 1996 , 2013 . Since then, the scientific discussion has mainly concerned the scope of employer branding, its tools, as well as the effectiveness of the activities undertaken in this field. Many researchers believe that employer branding refers to at least to two disciplines: human resources management and marketing (Wojtaszczyk, 2015) , and the other thing, that there is also third discipline -strategic management (Figurska & Matuska, 2013) . The subject of the presented article is external employer branding, which is more often considered in the field of marketing science. While internal employer branding is primarily focused on creating a friendly work atmosphere and a possibility of employees' development inside the organization (Stuss, 2016) , external employer branding is directed to the organization's environment: professionals, students, graduates and other stakeholders (Stuss & Herdan, 2017) . It is also generally assumed that the employer branding, mainly external, has the same theoretical foundations and tools as the consumer branding and corporate branding (Kantowicz-Gdańska, 2009 ) and that the most important target group of external employer branding are potential employees of the company (Moroko & Uncles, 2008) . The role of external employer branding is to (1) communicate about enterprise values (employer value proposition -EVP), and thanks to that -to (2) attract desired candidates.
It should be noted that more than 20 years of employer branding practice has made enterprise activities in this area more and more professional. It is believed that modern employer branding is evolving in the direction called 3.0. While employer branding 1.0. aimed at filling jobs and 2.0 -engage employees; employer branding 3.0 objective is to "make the world a better place" (Marchington, 2010) . One of the key development directions of employer branding 3.0 -in the opinion of the authors of the presented article -is so-called "green employer branding". By this term, we mean a series of company activities aimed at building its external image as an organization conducting a sustainable business and offering so-called green jobs to employees who share the same values, especially currently entering the labour market "The Generation Z".
"The Generation Z" on the labor market
Representatives of the current entering the labour market "Generation Z" significantly differ from their predecessors (Kuczerska, 2018) . The term "Generation Z" refers to those born from 1995 through 2010 (Seemiller & Grace, 2016) . The vast majority of researchers note the Internet entirely shapes first of all that "GenZers" world -they do not know life without social media, smartphones, and computers (Kuczerska & Smoląg, 2018) . The primary influence on this generation indeed had the development of modern technologies and social networks, but they are also heavily influenced by a war against terrorism, the economic crisis of the end of the century and -worldwide concern for ecology (Hilčenko, 2016) .
Numerous studies confirm that "Generation Z" is "we-generation" and that its representatives are more socially oriented, strongly interested in social problems (Kuczerska & Smoląg, 2018; Seemiller & Grace, 2016; Żarczyńska-Dobiesz & Chomątowska, 2014) and business responsibility and that they engage in worldwide ecological issues like global warming and climate change, alternative energy sources, pollution, water access, animal rights, recycling, deforestation or less waste trend, etc. (Masdar, 2019; Patel, 2017) . Conducted in 2016 "Masdar Gen Z Global Sustainability Survey", which revealed the top priority of more than 5000 "GenZers" from 20 countries, states that for 40% of them a climate change is the top priority, beating out terrorism, economy, unemployment, and poverty (Masdar, 2019) . Also, the study clearly shows that the vast majority of respondents, especially in emerging economies, have high demands on the private sector and want to lean towards careers in sustainability (Masdar, 2019) . Among other things, for this reason, the concept of "green recruiting" develops in the area of human resources management. So-called "green recruiting" refers to sharing of company's unswerving commitment towards the cause of environment with the candidates whom they are trying to hire and minimizing the negative impact of the recruitment process itself on the environment (Diana, 2016; Gupta & Gupta, 2013; Sullivan, 2007) .
All of the trends listed above also apply to Poland. Polish "GenZers" are people who do not remember the communist era or even the times before the country's entry into the European Union (2004). As well as their peers around the world, Poles born after 1995 are also concerned about ecology (Ministerstwo Finansów, 2019) . For this reason, they not only use organic food or clothing or try to live in the zero-waste philosophy but also more and more consciously choose their employer. It is worth noting that CSR gains in importance, which confirms the report "Employer branding in Poland 2018" (HRM Institute, 2018). As the authors of the report inform, social activity is still in the last place among attributes assessed, but this year has already obtained 50% indications, by as much as six percentage points more than last year. This means that young people entering the labour market want to have an impact on the world around them and more and more often choose companies that they are socially responsible in which they feel that they are doing something good next to rewarding work (HRM Institute, 2018). Therefore, it should be critical that the employer highlights in external employer branding, in addition to other advantages, the fact that the company conducts a sustainable, green activity, offers so-called "green jobs" or work on other positions, by the principles of respect for the natural environment.
External employer branding of sustainable organizations -assumptions of the study
The condition necessary to ensure the effectiveness of the company is primarily the effective green management thereof (Bartkowiak, 2016) . The part of this kind of management is to set coherent activities in communication with the surrounding business environment. This includes communicating with the candidates in order to become so-called "employer of choice" and recruitment of talents; companies have a range of tools at their disposal. These are, especially:
 participation in job fairs and conferences,  organization of internship programs,  publication of recruitment ads,  creation of recruitment campaigns,  "career" tab on the company's website,  presence at universities, open days,  gamification,  social media. Due to the enormous importance of the Internet for generation Z, which is currently entering the labour market, online tools have a special significance in today's external employer branding. The Internet is for the "GenZers", together with the opinion of friends and family and own experience, the main source of information about their future employer. Almost 34% of them get this information from companies' websites (tabs "Career" or "Work") and another 23% -from social media (Sulich, Zema, Kozikowski, & Stasiński, 2016) . The Internet is also a place, where they are looking for job ads. For this reason, it was decided to focus on the analysis of online tools in this article. The analysis covered three online tools of external employer branding, addressed to candidates for different positions; this is:
 online recruitment ads in the recruitment websites other than employer website,  "career" tab on the company's website,  official social media channel(s). 12 enterprises operating in Poland were selected, both with a predominance of domestic and foreign capital, considering the following factors:
 their presence in section "Environment" of "Responsible business in Poland 2017. Good practices" report (Borowska et al., 2017) or employing for green jobs,  regularly publishing a social report,  currently looking for candidates for at least one position (not necessarily for a "green job"),  representing various business sectors. As part of the initial diagnosis, out of 12 companies, three were selected, which were analysed using the case study method, with particular emphasis on the analysis of the content transferred via external branding online channels (European Commision, 2008; Sulich & Zema, 2018) .
The purpose of the analysis was to examine:  to what extent these companies use the external employer branding online tools,  to what extent these tools contain references to values related to environmental protection. In order to get answers to the above questions, the case study method and content analysis method were used (see Figure 3) . The case study method enables a researcher to closely examine the data within a specific context (Yin, 2017) . Case studies have often been viewed as a useful tool for the preliminary, exploratory stage of a research project, as a basis for the development of the "more structured" tools that are necessary for surveys and experiments (Rowley, 2002) . Also, the case study method is often combined with the content analysis method, which is a widely used qualitative research technique, intended to interpret meaning from the content of text data (Hsieh & Shannon, 2005) . This method allows the systematic analysis of the text in order to conceptualize and identify the essential features of a given message (Vitouladiti, 2014) . 
External employer branding of sustainable organizations -results of the research
In Table 3 the results of the analysis of the online external employer branding tools are presented. Companies were examined in two main groups. The first group consists of companies employing on crucial position for the green economy sectors, and the second group was formed of companies selected on the base of "Responsible business in Poland 2017. Good practices" report (Borowska et al., 2017) . Among the two formulated in Table 3 two groups important was to indicate whether organizations report their CSR activities. In literature and business practice there is a relationship and even diffusion between the concept of sustainable development and corporate social responsibility.
Based on the analysis presented in Table 3 analysis, three companies were selected that were examined using the in-depth case study method and content analysis method. Due to the volume restrictions regarding the presented article, only the key findings regarding the ways of communicating about sustainable development in external employer branding will be presented below.
The Tauron Group is one of the largest business entities in Poland, with its capital of approximately PLN 16 billion and employs approximately 25,000 employees. The company is also the largest distributor of electricity in Poland (Tauron, 2019a ) and operate in difficult fuel and energy industry. Tauron Group engages in some projects for the environment, such as educational and charity activities. It is a sponsor of significant cultural and sporting events and cooperates, among others, with the Mountain Volunteer Rescue Service, the National Polish Radio Symphony Orchestra, and the Polish Olympic Committee. Tauron's mission is: "With passion and commitment, we provide modern solutions that give energy in an ever-changing world". Among the more than 25,000 employees of the Tauron Group, people are representing different generations -from the generation of baby boomers (1946) (1947) (1948) (1949) (1950) (1951) (1952) (1953) (1954) (1955) (1956) (1957) (1958) (1959) (1960) (1961) (1962) (1963) (1964) (1980) (1981) (1982) (1983) (1984) (1985) (1986) (1987) (1988) (1989) , and even Z (after 1990) (Marka Pracodawcy, 2019) . The company has a strong personnel department supporting managers not only in managing human resources and internal employer branding but also in creating the external employer's brand. Tauron uses innovative and extensive external employer branding tools and is visible as an employer on the Internet. However, even though in corporate branding the company emphasizes the topic of its sustainable development and CSR, it is not strongly visible in employer branding. Both in job advertisements and posts on social media addressed to candidates, the advantage of sustainable activity is not emphasized. A brief reference to the company's value appears in the tab for candidates on the website, but there are no direct references to environmental protection among these values, even though it is one of the main elements of the TAURON Group's sustainable development strategy adopted by the company for the years 2017-2025 (Tauron, 2019b) . Extensive "Career" tab with the "Know us" section.
Extensive "Career" tab.
Source: Authors own elaboration; symbol meaning: 1 -also included reports for the capital group to which the enterprise belongs, 2 -also if global, 3 -with the names of individual social media the number of followers was given, only social media that have over 1000 followers are included (number on 20/02/2019). If a number written in italics -means the number of followers on a global scale.
Municipal Waterworks and Sewerage System in Wroclaw -MWPiK we Wrocławiu is a public company employing nearly 700 employees (MPWiK, 2019a) . The necessary task of MPWiK is to ensure the continuity of supplies of high-quality water and the reliability of sewage collection services (MPWiK, 2019b ) and the mission is: "Service for the community of Wrocław and support for the development of the city". The company implements a sustainable development strategy and conducts extensive, award-winning activities in the field of corporate social responsibility (MPWiK, 2019a) . Due to the continuous development of the city, the company also conducts intensive recruitment. Worth noting is the extensive "Work with us" tab, which consists of the following tabs: "Frequently asked questions", "Projects", "Get to know us", "Benefits", "Areas", "Offers". In the "Projects" section, candidates can find out more about the company's internal projects, mostly focused on environmental protection. In the "Get to know us" section, the information about the company's values and code of ethics can be found. An interesting way to reach candidates is the group established by MPWiK on the Facebook social network under the name "Work with us" (currently 214 members). Even though environmental protection and supporting the sustainable development of the city are among the MPWiK's priority activities, this is not an asset displayed in the content directed to candidates -both in social media, job offers and in the tab on the website.
Grupa Żywiec (Zywiec group) is one of the leading beer producers in Poland with the broadest portfolio of 13 styles of beer, 12 brands, and over 40 products. Żywiec is associated with the worldwide Heineken Group. Grupa Żywiec is the only company among beer producers in Poland, listed on the Warsaw Stock Exchange, where it debuted in 1991(Grupa Żywiec, 2019a). The Żywiec Group implements an extensive employer branding program (e.g., "Talent Brewery", associated with apprenticeships and internships). Its online elements are a special website dedicated to the company as an employer and an actively run fan page, which publishes not only job advertisements, but also publications on the brand's value, its development strategy and general information on the labor market (Prószynski, 2019) . In "Meet us" tab of "Career" section on the company website the films with the opinions of current employees are presented, as well as the recruitment process and benefits resulting from employment. As in previous cases, sustainable development is one of the company's business priorities (Grupa Żywiec, 2019b) , but this is only slightly emphasized in the communication addressed to candidates, where the other advantages are prevalent.
This study was a preliminary study whose aim was to check if the green sector employer announces their green strategy to the potential employees, with particular emphasis on online communication channels. Research conducted among students Zbaraszewski, 2011) presents outcomes on ecological awareness among Polish candidates who became greater, and it is possible to indicate among Z generation a group of green jobs candidates (Sulich, 2017) . The results obtained by other authors based on development in environmental education or sustainable development education proved that information transparency is essential in external branding communication processes (Zbaraszewski, 2011) . For this reason, information on the green aspects of the company's activity should be visible to the candidates and the so-called external "green employer branding" should be for modern enterprises the subject of particular interest, constituting an essential element of corporate branding and employer branding (Figure 4) . 
Conclusions and further research
Presented above, preliminary analysis of the activities in the field of online external branding of selected enterprises operating on the territory of Poland allows for the formulation of several important observations. First, it is unexpected that organizations which are examples of sustainable organizations and belong to the green sector, and offer green jobs, do not advertise their attitude and pro-environmental approach in their external employer branding. After a closer examination of sustainable organizations, we conclude that:
 among the candidates, there is a growing need to care for the environment, also as part of their professional work,  analyzed organizations focus on activities within general corporate branding -and thus on building an image among all stakeholders,  analyzed companies present distinguishing features related to the overall activity of the company, taking into account corporate social responsibility (which sometimes may be extended in environmental dimension),  analyzed companies use standard online tools of external employer branding, from which the most important are "career" tabs on official websites,  in employer branding activities of presented companies, to a small extent, the advantages resulting from the sustainable development of the company are presented,  in external employer branding of the sustainable organization, the opportunity to work with respect for environmental protection and social responsibility is slightly underlined,  employer branding should be treated not only as an element of HR and corporate branding but also as an element of corporate social responsibility,  the use of "green employer branding" can contribute to building strong relationships with the candidate. Summing up, green employer branding can be for green enterprises a tool for reaching a narrow, albeit growing, a group of candidates who are highly qualified on the one hand, and on the other hand -highly interested in working in conditions conducive to environmental protection.
In a situation in which the "employee market" is being talked about in Poland, the opportunity for the employee to work following his environmental protection principles may be a significant differentiator for the company and a method of acquiring competent employees, who share the same values as the company. It should be expected that sustainable organizations will increasingly use the asset of their social responsibility and sustainability not only incorporate branding or green recruiting but also in external employer branding.
The conducted analysis is a preliminary examination. Its limitations are primarily related to the methods used for qualitative research, as well as a limited research sample. In the future, such limitations might be overcome by using quantitative research methods and the extension of the research sample. The authors of the article plan further quantitative, international research on the role of sustainability, green management and environmental protection in external employer branding. It is planned to examine both the importance of these factors for job candidates and the perception of their role by employees responsible for creating the employer branding strategy.
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